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Billy Malone---Success

The January issue of Assooclated Advertising
containg under the heading of "Malone—Man of
Fulith” a tribute to Willlam R. Malone who has
made sueh a Buccess of the Postal Life Insur-
anoe company through advertising and without
agents

He I8 now Willlam R. Malone, president, but
there will be hundreds who went to the IHigh
school here In the early nineties who will think
of him us Billy Malone, the principal on the job,
mll of pep, quick of understanding, a judge of
buman nature, a terror to the mutinists and the
best kind of a gulde to the chapeg who were just
mischievous and In whom he could wee the good,

Looking backward there I8 not one of them
who will not glory in the success he hns made
and hope that It will continue through a long
life. Asspclnted Advertising says of him:

Hiack when the insurance affairs of New York
compianies wore so rathlessly ripped open by
Charles ®. Hughes there were some sesds
planted in fertlle ground, and we nre now begin-
ning to realize that there is Hkely to be a erop
of revolutionary practices in life Insurance, If
yvon want to get n good idea of what this orop is,
und what It is Hkely to be, just go down to i5
Nnssau street, fn New York (ity, sit opposite to
Wiltam R. Malone, and Hsten Lo what he will
tell you. There isn't anything more interesting
than to Hsten to & man who has been strenuously
working for yoars to put un idea Into worlking
order In business. They generally hayve to en
dure some severe buffeting. Though it has al
ways been my thought that followlng the
lead of an Mea Is not so much a personal virtue
as we have heen wont to belleve. So far as my
own oxperfence goes, the ldea selects the mamn,
and when it gets a lodgment in his mind it dom-
lnates him. He is not a4 free agent, He has to
follow the lead of the idea. However that may
be, there is Malone, preaching his idea of life
msurnnee to you and von are getting a taste of
gomething vou hnd not imagined,

Malone ix a small moan possessed with n bix
iden. He 18 full of sand. Just lsten to him =
moment, as he talks to somebody over the phone
#1ls tone Is full and confident, hlg diotien is criap
and declsive: when hie speaks there ls something
gald, and in a moment the matter 18 decided,
and the thread of the talk about the Dig lden is
resumed. In the course of the insurance investi-
gation referred to, there was much revelation of
agency practioe that was not good to hear. It
led Malone to think that the whole agency scheme
In e Insurpnce was unnpecossary. He kept
thinking about it. Finally thers was born the
Postal Life Insurunce company, Lthat hns no
agents. The poliey holders are their own agents
Malone and his assistants tell the inquirers what
they wigh to know and they sell themselves thelr
policies, or they do not—Just as they see fit
As a matter of fact, they sell themselves to un
extent that makes one wonder, But It takes but
a little thought to dissipnte the wonder, and that
Ittle thought I8 “advertising.™

The rostal Life Insurance company ig about
plght years old, and 8 a success. It hias got all
of It& busingss through advertiging, except the
business of one or two companies that It reln-
gured. Most advertising men would think that
getting e lnsurance through advertising is o
proposition demanding a great appropriation, and
the devotion of & large percentage of gross re-
pelpts to adavertising. Put it has not proved so.
The Postal Life spendas but 1 per cent of Its
gross income for ndvertising, and gelg the husi
ness. It hax done this during the moet bharren
period of life losurance, when the oldline com-
panien were falling by the wuy; six or seven of
them have digappeared from the New York fleld
during the périod of the life of Postal. There

have been no new or novel schemes offered. The
giime rate of premiums has been charged, though
the Insured get the benelit of the agency-gavings
In dividends; the medieal examinations have
been very rigld, there has been little pressure
put on those who answered advertisements, and
there hag been relatively little advertising. But
think of getting life insurance buwiness at a
sollelting expense of 1 per cent,

Mr. Monlone has losugursted some rather pro-
gressive innovations, the tendency of which has
been to check and limit business, though to lm-
prove the business accepted. He has a very ef-
fielent lhealth bureau, which kKeeps In touch with
the physical condition of the company's risks,
and adyiees policy holders who wish Lo keep in
condition and stay with the company. He works
to get and keep the good-will of the poliey hold-
eérs, and this is beginning to bear fruit—they are
taking a keen Interest in the affairs of the com-
pany, und are sending their friends to it. Do
Ing business through the mall eliminstes the
complicatlons the other compunies encounter in
other states, and minimizes muny other ex-
penses,

0Of course, while the work of the Pestal Life
is Interesting in all of ite phases, being a ploneer
fn other respects than the elimination of the
asgents, It 18 the advertising feature that Inter
euts ndvertising men. Mr. Malone hns made &
demonstriution of the power of advertising that
f8 of the utmost significance and valus, and which
ought to endear him to all advertising men—oes-
pecially all who have imbibed the theory that
ndvertising is iething in the way of a sclence
that can be made to réspond to the application
of fixed principles.

Mr, Malone believed in advertising to an ox-
tent that led bhim to stake all his future upon
its effiicacy. What would have hiappened to him
if his advertising of the Postal Life had not
pulled? How many of us professional advertis-
ing men would even now be willing to stake all
the money we have, our business reputations and
our hopes for the future on advertising applied
to a new proposition? Malone did that, and he
did it with the bellef that he was taking only an
ordinary business risk.

Mr. Malone's ldeas, which have made hls com-
pany o success, are making way in insurance
cireles. At firet he was opposed, and subject to
some rather dissgreeable experiences. But now
it seems evident that insurance men generally
are ohsrving him with peuliar Interest; and have
accepted him and hils company into the [ra-
ternity. Of course, there's more to Mr. Malone
than an insurance company president; but whats
ever that something more may be, 1 am content
to think of him as & man who has taught ad-
vertlslng men to have faith in the wonderful
power of their business.

DRAMATICS-—-Conlinued From Page 10

pinno selections: Lew Wells, saxaphone and mon-
plogue artist: Kate Sandwinn and ecompany in a
wolght HUfting set, and the Mutual Weeakly,

AMERICAN—The muansgement announces for
the week to come “Checkers" for three days
commencing Monduy, Janunry 26th, followed by
a double hendline program on Thursday, Friday
and Saturday, Including the third story of “The
Advantures of Kathlyn™ entitled "The Temple of
the Lion.,” This {5 In two parts and will he fol
lowed by “The Daughter of the Hills" with Laura
Suwyer

"} see ‘ere by the papers they be tarkin' 'bout
olagin' the bloomin® ‘pubs’ in the middle of the
hevenin'." I shouldn't wind, meself, il they
cloged 'em a couple o hours sooner. Wol I sex
le, if & man sin't full by "wlf-past ten, ‘o sin't wry-
Ing."—Liverponl Mercury,

GOODWIN'S WEEKLY

American Beauty Beer
“Old German Lager” Beer

The famous preducts that touch the spot
I Phone Hyland 17 for a Case

Salt Lake Brewing Co.

61h So. and 10th East

_—

WHEN ORDERING, SPECIFY

Castle Gate
or Clear Creek Coal

Good Coals None Beller

Utah Fuel Company, Judge Bldg., City

—
In Selecting His

Beverage |

a man is governed mostly by its taste and
flavor, Of coumse, he wants to know
that it's pure and will not result in any
harm to him, but, after that, it’s the “(aste”
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FISHER BEER

is not only pure and harmles, butit "'tastes
good going down." Because we use a
combinatlon of hops, malt and water that
is RIGHT, and we eliminate every dan-
ger of “off tastes” by scrupulous care and
cleanliness,

The Prize is IN THE BEER
A. Fisher Brewing Co., >t
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